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PREFACE 
This study was concerned with an analysis of the types of knowledge 
public relations professionals want college students in public relations 
sequences to obtain. The primary objective was to determine if profes-
sionals desired knowledge beyond that offered within the liberal arts 
and sciences background currently required by the American Council on 
Education for Journalism, and recommended by the Association for Educa-
tion in Journalism and the Public Relations Society of America. Specif-
ically, professional attitudes towards Business courses were obtained 
and compar.ed with attitudes towards Communications/Public Relations 
courses and Arts and Sciences courses. 
The author wishes to express his appreciation to his thesis adviser, 
Marshall E. Allen, and other committee members, Dr. William R. Steng and 
Dr. Walter J. Ward. Their assistance was particularly valuable in this 
study since it questioned one of the basic precepts of journalism educa-
tion--at least for one sequence. 
Finally, special gratitude nrust be given to my wife, Patsy, and 
daughter, Kathleen, for their understanding and sacrifices when the 
author returned to college after 23 years in the business world. This 
same appreciation is given to my sons, Taylor and Timothy, who managed 
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CHAPTER I 
THE RESEARCH PROBLEM 
Introduction 
Although often thought of as the newest sequence to be taught in 
journalism schools, public relations courses at the university level date 
1 back almost 50 years. With the beginning of the "publicity boom," J. F. 
Wright introduced a publicity course at the University of Illinois in 
1920. Two years later, a publicity course was established at Indiana 
University. 
The first course with the title "public relations" was offered in 
1923 by Edward L. Bernays, a pioneer in the field. 2 Bernays taught the 
one-semester course in the Department of Journalism in New York Univer-
sity' s School of Commerce, Accounts, and Finance--·but only for two years. 
Across the nation, the University of Oregon first offered a course 
in publicity in 1927-1928, using a text entitled Principles of Public-
ity. 3 The University of Minnesota offered its first public relations 
course in 1929, with a class in "press relations. 11 By 1945, 21 institu-
tions were offering courses in public relations. 
From these early days into the post-war periods, public relations 
education posed many questions. One of the first was, 11Where within a 
university should public relations be taught? Should it be within the 
journalism school or within the business school?" 
1 
Generally,· public relations has been taught in journalism schools 
to provide students the basic skills of writing and editing. Yet as 
recent as 1976, argument arose again in a major public relations news-
2 
4 letter. The article quoted such public relations veterans as John Hill 
who believed that public relations education was not necessary for work 
in the field. 
that; 
In the article, Albert Walker of Northern Illinois University noted 
One of the.problems in disagreement over a common dis-
cipline for public relations lies in a lack of understanding 
of what constitutes liberal arts education. Another is that 
many public relations practitioners are from the newspaper 
ranks and insist on that kind of preparation for public rela-
tions.5 
Walker stated that the public relations major via a business school prob-
ably has more business courses than he needs, and missed news and feature 
writing, editing and graphics from a journalism curriculum. 
Still the debate over public relations education continues. Accord-
ing to the leading professional journal in the field, "The training and 
matriculation of young public relations practitioners quite possibly is 
one of the two or three most pressing problems the profession has to 
face. 116 
Courses best suited for the "major" portion of a journalism/public 
relations.degree were agreed upon at the 1975 annual convention of the 
Association for Education in Journalism (AEJ) when a report was pre-
sented, based on two years of work by the Commission on Public Relations 
Education. The study was jointly sponsored by AEJ and the Public Rela-
tions Society of America (PRSA). 
While it did not provide a "lock-step" curriculum, it was the basis 
used by AEJ and PRSA for measuring the quality of ·public relations 
3 
d ' . 7 e ucation. The report, entitled "A Design for Public Relations Educa:-
tion," outlined curricula in three main areas. 
The smallest area, in.number of courses, was specifically'concerned 
with subjects which encompass public relations practice. The next larg-
est area related to courses in the general field of communications. Both 
types are listed in detail in Appendix A. 
The largest area represented the general liberal arts and humanities 
background recommended for all public relations students and was de-
scribed only in broad detail in the report. 
Inherent in the commission's report were several assumptions. The 
first of these was, "That the student should receive a well-rounded 
education in the liberal arts and humanities, with appropriate emphasis 
on education in communications and public relations. 118 The report went 
on to say that its recommendations should conform in a general way to the 
accreditation requirements of the American Council on Education for Jour-
nalism (ACEJ). 
In practice, ACEJ leaves it up to the visitation team to determine 
if a school is providing the basics required. 9 The general ACEJ guide-
lines attempt to assure a broad background with the statement: 
The liberal arts and sciences background of the student should 
include wide study in stich fields as economics, English, his-
tory, languages, literature, philosophy, political science, 
psychology, sociology, and the sciences, as well as depth in 
one such field.lo 
At least half of the visiting ACEJ team members are practitioners them-
selves--in broad areas or in the specific sequence or sequences to be 
. d 11 examine. The team seeks to assure that accredited programs are 
taught by better-than-average teachers in better-than-average facilities. 
It checks to see if the school maintains good relations with the media 
and institutions in its area and has their respect, maintains contact 
12 with alumni, and sets high standards for its faculty. 
4 
At present, 15 public relations programs or sequences are,accredited 
by ACEJ. 13 However, more than 250 colleges and universities have 
public relations courses, majors or sequences, according to a directory 
published in 1979 by the Foundation for Public Relations Research·and 
Ed . 14 ucat1.on. The directory shows that 13 universities offer doctorates 
with public relations emphasis, 37 with master's degrees, and 61 with 
bachelor's degrees. More than 65 of the schools have chapters in the 
Public Relations Students Society of America. 
The 1979 report showed that 130 schools offer only one public rela-
tions course, with another 18 offering only two courses. None of these 
schools is accredited. Of the 61 schools offering only a bachelor's 
degree, only one is ACEJ accredited. However, the report cautioned that 
the word "degree" often refers to a public relations sequence or emphasis 
rather than a public relations major per se. It said, "A university 
which has an emphasis in public relations does not necessarily have more 
public relations courses than one with two or more courses in public 
rela:tions. 1115 
Comments on Education 
Wi.th completion of the AEJ/PRSA guidelines in 1975, there seemed to 
be complete agreement between both the professional and the academic 
worlds on what a public relations student should take during his college 
years. The source for the general guideline that around 75 percent of 
the classes should be in general liberal arts and sciences can be traced 
to the beginning of journalism education, when the first goal was to 
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produce reporters and editors for print media. Paul L. Dressel, a noted 
.educator, commented: 
The desirability of a liberal education for the journal-
ist has seldom been seriously questioned, but questions of 
the relative importance of liberal education and know-how and 
the best means of achieving each of these have been and are 
sources of conflict.16 
In the news-editorial field, an editor-and-publisher commented in 1975 
that: 
We want reporters who have an education in the liberal 
arts--an education broad enough so that the applicant is 
likely to bring some understanding to the areas of human 
activity which he or she will be covering for us.17 
Yet, the growth of other programs or sequences within journalism 
schools has prompted other views. Dr. Dressel, in his 1960 report on 
liberal education and journalism, noted that advertising, for one, has 
gradually shifted from its role as a subsidiary of news-editorial to a 
1 1 1 d . b . 18 sequence c ose y re ate to programs 1.n us1.ness or commerce. Sim-
ilarly, the public relations specialist is seen as needing a substantive 
knowledge of the field in which he works. Yet these new functions have 
not materially affected the liberal arts background generally required 
of the student. Dr. Dressel reported: 
.The major change has been in substituting a new set of profes-
sional courses more intimately related to the function or 
medium for a set having a different emphasis •••• It is im-
possible to combine such a technical field with a liberal 
education and professional study in.journalism and do all 
three well in the usual span of four years.19 
One possible answer to this problem is to offer programs at the 
master's level only, but the 1960 study by Dressel detected "no discern-
ible trend11 in this direction: 
Perhaps the chief difficulty in the way of the general. accept-
ance of the graduate program in lieu of· the undergraduate is 
found in the nature of the field. Salaries have not been such 
as to encourage extensive graduate study. 20 
6 
Since the professional study of journalism/public relations, plus study 
in the liberal arts, and in "specialized" fields such as government or 
business, cannot be done in four years, suggestions for a better defined 
minor in public relations seem in order, rather than just saying that 75 
percent of the work should be in the arts and sciences. 
A 1978 study at Northern Illinois University reported that "students 
should minor in business and take more graphics-oriented courses. 1121 In 
the study; 50 questionnaires were mailed to public relations graduates 
from the classes of 1968 through 1977. Responses were received from 86 
percent. 
Respondents were asked to rate the importance of courses in prepar-
ing them for their public relations courses. Writing courses ranked the 
··highest, followed closely by public relations classes. However, when 
asked what courses they needed, but did not receive, the respondents 
included (in order of importance) management, graphics, layout and de-
sign, marketing, and finance. The report ended with the comment, "Based 
on the survey findings, students should minor in business, which is dif-
ficult to do at the present time at Northern Illinois University. 1122 
The need for a better defined minor surfaced again in a 1977 survey 
conducted by Dr. Dennis L. Wilcox of San Jose State University. Polling 
90 top-level public relations people in the San Francisco Bay Area to 
determine what they wanted in a recent graduate, Dr. Wilcox found, "The 
ideal applicant for a public relations job will have a four-year under-
graduate degree with courses in newswriting, public relations, business 
and social sciences. 1123 So, are employers finding the qualifications 
·they want in the applicants they interview? Not accordin:g to a 1976 sur-
vey conducted by Thomas Kuby of Chagrin Falls, Ohio. A public relations 
7 
counselor, Kuby picked 100 practitioners at random from the Public Rela-
tions Register and found that 60percent of those responding felt the 
students were lacking "real world experience, basic writing skills, good 
1 . h d f. ld h h . 1 · 1124 Eng 1.s usage, an exposure to 1.e sot er tan Journa 1.sm. 
In a 1978 survey conducted by Public Relations Journal, Exxon's Paul 
Morgan, a senior public affairs adviser, was quoted as saying, "You can't 
be a good public relations person without all kinds of experience in 
25 
business, organizations or government." This would seem like an almost 
impossible requirement, but there is reason behind such comments. In a 
1979 cover story report by Business Week, Kerryn King, senior vice pres-
ident of public affairs at Texaco, and PRSA 1 s current president, said: 
Many people still equate the field with media relations, prod-
uct publicity, and promotion. Public affairs goes beyond that. 
The problem is that there are not enough PR men with the skills 
to deal with their peer groups on the executive and management 
levels. If you can't talk the language of the peer group, 
you're not accepted by the management.26 
Statement of the Problem 
The problem facing journalism education today is that many of these 
comments seem to be in conflict with accepted educational practice. 
After all, it was just four years ago that AEJ and PRSA agreed on a 
liberal arts and humanities education as the foundation for a public 
relations student. Their report called for consideration of "satellite 
studies" as a "minor" or secondary area of emphasis: 
The student aiming toward a degree in public relations should 
endeavor to take at least two courses in a field related to 
his special area of public relations interest. 
Thus, if he intends to enter the corporate public rela-
tions field, he should take courses in business administra-
tion. If he is aiming to work in government, then he should 
take appropriate courses in government and politics. 
It is important that the college or university permit the 
flexibility in programming that is needed in order for a stu-
_dent to cross departmental or college lines to obtain these 
additional courses of study. 27 
However, does a "satellite" grouping of only two courses meet the re-
8 
quirements of a true minor in college? Does it allow the public rela-
tions student to "speak the language of his peers?" Does an arts and 
sciences minor required of the news-editorial student apply to the public 
relations student? 
Perhaps.the most important question is whether the ACEJ requirement 
of a liberal arts education meets the needs of the "working and hiring" 
levels of the public relations profession. This was the basic and over-
all problem. 
The profession's membership is diverse. As of May 1, 1978, PRSA had 
approximat'ely 9,000 members, and was considered representative since it 
was the only professional public relations organization in the United 
States. Of these individual members, 49 percent worked within business 
· d ; 1 f' · 28 or in ustria irms. · The second largest group, 25 percent, worked for 
a counseling or public relations firm. About eight percent of the PRSA 
members worked for trade or professional associations, six percent for 
health or welfare organizations, five percent for educational institu-
tions, and three percent were retired. 
To summarize, the 1975 report from PRSA and AEJ did not research 
adequately the question -of what a public relations student should take 
for a minor subject. Surveys among professionals in 1976, 1977, and 1978 
included comments relative to the need for additional knowledge or 
skills. Much of this knowledge could be acquired within an arts and 
sciences framework if the student wanted to practice public relations 
9 
for government, health or welfare organizations, or educational institu-
tions. Yet, PRSA figures indicated more than 60 percent of its profes-
sionals worked within or for business or industry. A heavy concentration 
of business courses is currently difficult to obtain, considering the 
"liberal arts and sciences" requirements of ACEJ. 
A new approach with more flexibility in curriculum planning was 
indicated. This study concentrated on the value of a business minor for 
public relations students as perceived by working professionals in the 
public relations field. 
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CHAPTER II 
REVIEW OF THE LITERATURE 
Opinions of Professionals 
In 1975, the International Association c:if Business Communicators 
(IABC), which encompasses editors/writers of both internal and external 
publications, authorized a major research project entitled "Pro.file/75." 
Findings from the survey of 1,250 communicators were presented to the 
Public Relations Division of AEJ in August, 1975. The report stated: 
••• · an attractive, tangential field does exist, that jour-
nalism graduates are drawn to it naturally, and that most 
schools of journalism could capitalize on existing courses by 
emphasizing business communications or even developing a 
sequence in the field.1 
A conclusion of the IABC survey was that business communications is as 
much a primary public relations duty as a supportive element in American 
industry's public relations departments: 
the schools could interest a greater percent of their 
majors in this career by emphasizing it more, and could pos-
sibly make their graduates more viable in the field by 
structuring a program which adds the management dimension to 
an existing strong skills program.2 · 
A somewhat different view as to the type of education needed--in 
this instance, for news-editorii:!.l majors--was voiced later in 1975 by 
Ronald H. Einstoss, an editor, when he said: 
Students should be given a broad enough education so that 
they have some understanding of the territory for which they 
will be responsible when_ they enter the profession. • •• 
J-schools should be turning out graduates who want jobs in 
12 
'general practice' of newspapering, rather than specializa-
tion, which will come later. One editor said: 'We're up to 
our eyeballs in specialists. What we need are ground-level 
reporters. '3 
13 
Translated over to the public relations major, this could indicate he 
should place the most emphasis on w-riting and editing skills necessary 
for entry-level jobs. Yet, a pioneer professional in the field~ Edward 
L. Bernays, wrote: 
Present day activities of higher education for public 
relations •.• stress skills in writing and communication 
••• (adjustment to change) cannot be done by emphasis on 
words by themselves. It demands action •.. based on 
applied social science •••. Actions speak louder than 
words ••.•. Medical college students who want to become sur-
geons are not taught how to wield scalpels and knives before 
they are taught the basics about the human body •..• To put 
emphasis on writing skills in public relations is comparable.4 
In 1978, the Public Relations Journal surveyed companies and coun-
seling firms throughout the United States, asking about what qualifica-
tions they sought in recent graduate or entry-level public relations 
people. The magazine reported: 
Employers of entry-level PR persons have a pretty clear-
cut idea of what they want and expect from an applicant •..• 
Except for proven writing ability, the desired qualifications 
are similar to those demanded of applicants in most any pro-
fession.5 
Although writing proficiency received the highest ranking, the Journal's 
survey stated employers also sought such qualities as organization, 
ability to speak well, pragmatism, flexibility, and understanding of 
general business practices. Other desired qualities included a knowl-
edge of current events, awareness of societal trends, a broad range of 
academic disciplines, knowledge of how to think, and a basic knowledge 
of all media. 
The Journal reprinted in detail the responses from 10 New York 
metropolitan area employers as "indicative of the variety of attitudes 
found across the country." There were differences in opinion. Ruder 
and Finn, for example, looked for people with good liberal arts back-
grounds. According to Mr. Finn: 
I think a good public relations education can't hurt, 
but it's a hard subject to teach because the body of 
scholarly knowledge is limited and may not be particularly 
useful in the practice iof public relations. • • • We have 
hired English, history, French and business majors, but if 
an individual from any of these disciplines doesn't have 
broad interests and sensitivity, all the training will be 
of little value. 6 
14 
But, on another side of the entry-level qualities, the Journal reported 
that Burson-Marsteller placed emphasis on "doers": 
We believe the real doers in college will be the real doers 
here. • • • A journalism background is preferred, but the 
firm looks favorably on business degrees. According to Bill 
Noonan of the.firm, 'If an MBAwas editor7of a school pub-
lication, that's a terrific combination'. 
Another professional view on education was received by the College 
of Journalism at the University of South Carolina when it sent an out-
line for a survey course in public relations to a Houston firm. Accord-
ing to Edward Norton, senior vice president of Goodwin, Dannenbaum, 
Littman and Wingfield, Inc.: 
The most common complaint we hear from employers and 
recent graduates alike is the failure to emphasize good writ-
ing in college academic programs •••• A second shortcoming 
of college academic programs which we hear about is the lack 
of professional knowledge about the 'real world' by people at 
the teaching level in colleges •••• So, if young people are 
agency oriented, they need to know how an agency gets new 
business ••• how an agency generates revenue through fees 
and commission, the importance of budgets and producing work 
profitably and within a budget •••• If they are working 
elsewhere, they should know how to get a better job so they 
can introduce plans, how to put a proposal on paper and pre-
sent it to decision makers, and how to sell it in a meeting 
or other situation. Probably a good speech course would 
help. 8 
Concerning the debate over whether public relations should be taught 
in journalism or business schools, one professional pointed out that ACEJ 
could and would accredit programs in business schools: 
According to J. Carroll Bateman, PRSA's current representative 
to ACEJ, 'The decision to make the requests lies with the 
deans and administrators of the schools of business, who so 
far have been unwilling to look to ACEJ 1 .9 
15 
In a 1978 Public Relations Journal article on management of public 
relations counseling firms, a ntllilber of counselors were asked what trends 
they saw for the 1980s. They concluded: 
What's been happening in the last four years--and what 
will go on happening--is an invasion in the corporations by 
Masters of Business Administration {MBAs) with a frothy pas-
sion for numbers and measurements once foreign to public 
relations. Emphasis that used to be placed on a journalistic 
background is no longer there. Agency clients are demanding 
other disciplines, but communications is still the base of the 
PR agency business .••. The opportunities for public rela-
tions ••. are unmatched, provided public relations and its 
humanists can strike a balance with the numbers men.10 
This "fear" of MBA influence within clients served by public relations 
firms was disputed early in 1979 in a letter-to-the-editor in Public 
Relations Journal. The reply stated: 
The most important and what will prove the most telling 
contributions by MBAs to public relations •.. will result 
from recognition by intelligent and competitive public rela-
tions counselors and clients that the best public relations 
programs are those closely tied to the client corporation's 
strategies, resources, policiesi marketing efforts, compet-
itive position and objectives.1 
Opinions of Educators 
The rapid growth of public relations majors in college, and thus 
the importance of the courses offered, was highlighted in the most 
recent survey on journalism schools conducted annually by the Journal-
ism Educator. The survey reported: 
The numbers in the public relations area continue to surge, 
from 4,972 in 1977 to 6,253 in 1978. Students interested in 
public relations represent 9.6 percent of the total, up from 
8.2 percent in 1977, 5.8 percent in 1976, and 5.4 percent in 
1975,12 
16 
In round numbers, the ,survey reported that news-editorial majors com-
prised 29 percent of journalism students; broadcasts majors represented 
14 percent; advertising students made up 13 percent; and public relations 
majors comprised 10 percent. 
The nature of the college courses taken by the largest sequence, 
news-editorial, was outlined in 1974 in a study conm1issioned for the ANPA 
Foundation-AEJ conference on "Education for Newspaper Journalists in the 
Seventies and Beyond. 1113 The study was one of few which covered all sub-
jects taken for undergraduate credit. Only a few records showed the stu-
dents took course concentrations in other than the traditional liberal 
arts and science subjects. The article which summarized the report 
stated: 
About 29.5 percent of the (news-editorial) graduates earned 25 
more semester hours, roughly the equivalent of a major, in at 
least one discipline other than journalism. Another 34.5 per-
cent of the graduates earned 20 to 24 semester hours in such a 
discipline and 27 percent earned 15 to 19 hours, roughly the 
equivalent of a minor .••• The median graduate took 66 per-
cent of his total four-year program in liberal arts and 
sciences courses and 25 percent in journalism and communica-
tions. The remaining 9 percent of the median graduate's work 
was in courses such as physical education, military science, 
marketing, etc., that are neither journalism nor the tradi-
tional arts and sciences.14 
Unfortunately, the report did not explain whether the "major" or 
perhaps the "minor" in an area other than journalism was by student de-
sign or happened by "accident" within the 66 percent of his course work 
devoted to arts and sciences. In either case, the extremely heavy con-
centration in liberal arts and sciences reflected the accrediting re-
quirements of ACEJ for sequences or programs taught within a journalism 
school. 
17 
The actual practice of public relations education as carried out by 
United States colleges and universities was outlined in detail in a 1975 
report connniss.ioned by the Foundation for Public Relations Research and 
Education. The survey said, "Currently the home department for public 
relations education is overwhelmingly journalism within the liberal arts 
college. 1115 
The survey was conducted among 320 institutions identified as offer-
ing courses in public relations. Response was from 45 percent of the 
institutions. More than 60 percent of the public relations educational 
courses were located in journalism or mass connnunications departments. 
An additional 14 percent were found in departments or schools of com-
munications (representing generally a merger of journalism with speech). 
Little more than 10 percent of public relations courses was located in. 
a business college or department. Some education departments or colleges 
offered a class in some form of public relations. The report's author, 
Dr. Albert Walker, noted: 
In most undergraduate programs, the student is required 
by the university or college to take about two-thirds of his 
work in the liberal arts •••• Despite the fact that most 
public relations is taught in liberal arts colleges, there 
appears to be a strong emphasis on corporate public relations 
in the classroom. This is seen in the backgrounds of the 
guest speakers and quthors of the most frefuently used texts, 
if not in the backgrounds of the teachers. 6 . 
In its sunnnary and conclusions, the 1975 foundation report said that 
public relations students were being "dr.illed primarily in writing, edit-
ing and print media skills. 1117 It further noted that education for 
public relations also meant back-up courses in English, literature, and 
the social and behavioral sciences, "with a few business subjects--very 
. 18 
often too few." In its final observation, the study stated: 
Public relations graduates are mainly communicators. 
They are getting little, or rio instruction in business manage-
ment, marketing or finance. They are communicators, rather 
than business executives, by training, indoctrination and 
inclination .•.• It is true that most public relations pro-
grams recommend basic courses in management, marketing and 
finance. However, finance often requires one or two pre-
requisite courses in accounting •••• In one sense, public 
relations education can be faulted for not including adequate 
instruction in business and finance. In another sense, it can 
be defended as providingorganizations with communicators.19 
18 
The fact that many journalism/public relations majors do not intend to 
pursue a career.in the field, but have. plans to go on to another degree 
in business or law, also was noted by the report. 
Students with no desire to enter a journalism profession, but who 
realized the importance of the media, also were recognized in 1975 by Dr. 
DeWitt C. Reddick, former dean of the University of Texas School of Com-
munication.20 Dr. Reddick noted that the consumer orientation of the 
modern age had created a concern on how to interpret the media. With all 
the challenges journalism education faced, he said: 
Journalism education is of vital concern to all professional 
fields of journalism. Ways must be found for a continuous 
interaction between journalism teachers and professionals on 
newspapers, magazines, the electronic media, in advertising, 
public relations, and other communication fields.21 
Demands being placed on journalism education also were covered in 
a 1975 article by Dr. John DeMott: 
Today's student .can'. obtain special training across an impres-
sive: spectrum of special areas--science and technology, the 
arts, education, politics, business, sports, religion, ecol-
ogy •••• More and more, journalism students are being 
encouraged to become double majors. The integration of 
journalism courses with other areas of learning is being 
continually improved through more cooperative projects of 
study, adventures in team teaching, and the cross-listing 
of courses.22 
This rather "optimistic" view of the flexibility of journalism education 
seems to be somewhat in contrast to the 1975 foundation report on public 
19 
relations education authored by Dr. Walker. 
One educator, John D. Simpkins of Michigan State University, said 
the key to curriculum seemed to lie in "specifying the purposes most 
often encountered in the practice of public relations •.• the goals to 
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be achieved." Simpkins believed most public relations programs were 
aimed "at achieving change" and recommended a fifth year of education so 
the student could concentrate on a content area relating to industry or 
government, etc. Since universities appeared unable to control the 
nature of problems confronting the organizations to be served, Simpkins 
declared the curriculum planner needed to design programs based on pro-
fessional community needs, faculty capability, and student interests. 
Simpkins' emphasis on public relations which serves as "an agent of 
change" also placed more emphasis on non-journalism departments. He 
stated: 
While all of these demands (by society) suggest curriculum 
positions, some seem more appropriate for university instruc-
tion than do others. Almost all of them suggest a strong 
interdepartmental or intercollegiate curriculum plan •••• The 
public relations practitioner is likely to become increasingly 
involved in problem-solving processes ••• and the level of 
skills demanded goes beyond the rudiments of messages and 
media.24 
Educators concerned with a journalism sequence related to public 
relations, that of advertising, sometimes say their.students do not get 
enough knowledge of the world of business. Two professors from Georgia 
State University have written that: 
A thorough understanding of how the business system operates 
is essential, but advertising majors are not learning the 
doctrines of modern business philosophy and practice. 
As a result, the product of an advertising curriculum has 
been what we might call 'technician oriented'.25 
The views of these two educators indicated that advertising majors need 
some knowledge of production, finance, marketing, personnel, accounting, 
and research. They suggested two alternatives: (1) the advertising 
sequence should design its own special courses; or (2) some of the 
traditional editorial-required courses, such as history of journalism, 
should be set aside. 
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The rieed for a more specific minor in college, as part of a broad-
based journalism curriculum, was reviewed in 1977 by Stephen C. Hook when 
he said: 
If the total college curriculum requirements do not 
interfere, I would like to see. a journalism major augmented 
by a complementary area of study. For example, advertising 
students, in addition to editorial courses within the de-
partmental major, would be required to get a second major or 
minor in marketing or business administration •.•• My second 
major recommendation is for more courses in communication man-
agement •••• Who's going to construct personnel policies? 
Who's going to oversee the bookkeeper's work? Who's going to 
make recommendations on how to cut costs and increase revenue 
and return on investment?26 · · 
The suggestion from the professors at Georgia State University that de-
partments might design their own general survey courses was carried out 
• h f . b h U . . . f M" . C 1 b. 27 int e area o economics y t e niversity o issouri at o um ia. 
The Missouri journalism economics course comprises four areas: (1) basic 
economic concepts, sources, and background; .(2) interpretation of cor-
porate financial reports; (3) macroeconomics; and (4) application of 
basic economic concepts to current social issues. 
A growing call for more training outside the journalism school does 
not mean, however, a trend towards moving public relations education 
elsewhere. In a 1977 survey of all members of the Public Relations Divi-
sion of AEJ, 84 perc.ent supported a link between public relations and 
journalism/communications, 10 percent favored an independent public rela-
tions program, and 6 percent preferred administration under business or 
other university units. An article on the survey stated that: 
... a major part of PR work is based on journalistic 
skills--,effective writing and editing, as well as graphics 
and news judgment ••• demands of competent PR practi-
tioners when considering a fresh graduate for employment 
always include the common question, 'How well can he/she 
write? 1 28 
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The article concluded its survey report 'by noting that while there was 
no definitive figures on the number of journalism graduates who change 
from media to public relations work, a conservative estimate might be 
that as many as 15 percent move into public relations. All told, then, 
possibly as many as 25 percent or more of journalism graduates even-
11 k · b. . bl" 1 . 29 tua y ta e JO sin pu ic re ations. 
While basic writing and editing skills are necessary for entry-level 
jobs, the need for other areas of knowledge was covered in a 1979 Busi~ 
ness Week article which reported: 
Public relations men are striving to give an intellectual 
substance to what they do. They are moving away from the 
seat-of-the pants approach •.• and they are trying to 
adopt long~range planning and other apparatus of modern 
management •••• Says Boston University's Otto Lerbinger: 
'We now have a management-by-objectives·mentality. MBO 
demands are being made of PR practitioners the same as with 
other top staff and line officers. CEOs used to be sat-
isfied with press clippings. ' Now they' re saying, 'How is 
this helping? 1 30 · 
The most recent report on trends in public relations education came 
in the spring of 1979 via a nationwide study, involving 113 schools, done 
by Warren K. Agee of the University of Georgia. 31 Coimnent·ing on changes 
or additions being made to public relations sequences, Agee reported that 
internship courses were by far the most popular addition, followed 
closely by a collective grouping of "other11 courses such as public rela-
tions techniques, public relations evaluation, and public relations 
projects. Public relations campaigns, case studies, and graphic commu-
nications were tied for third place in the rankings. 
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Expanding on the current importance being placed on various courses, 
Agee said: 
News writing/reporting ranks well ahead of all other back-
ground requirements in terms of courses recently added and 
those projected for the near future ••.• A strong trend 
toward increased emphasis upon marketing and management 
studies is evident in the replies. Both are areas of back-
ground knowledge highly recommended by the PRSA Education 
Committee.32 
The best over-all conclusion from educators, perhaps, is one given 
by Professor Allen H. Center of San Diego State University, who said: 
Employers are blaming educators because students aren't coming 
out of the university as finished public relations profes-
sionals. Professionals have to sit down with educators and 
give them the criteria for what is expected of students as 
employees. Competence in public relations must begin in the 
classroom and educators are responsive to what the market 
wants.33 
Theses on Public Relations 
In 1964, a master's candidate at Ohio State sent a questionnaire to 
34 4,020 members of PRSA--with a response rate of 52 percent. Of the 
comments, 94 percent of the members thought public relations should be 
taught in college. Most would not hire a public relations beginner with-
out a college degree. Ranking courses in the major segment of a degree 
as to their value, the PRSA members picked news writing as first and 
public relations as second. Feature writing, public speaking, and public 
opinion were the next highest ranked courses. 
In 1967, a master's candidate at Ohio University looked into the 
suitability of the eight public relations sequences then accredited by 
ACEJ. 35 Questionnaires were sent to 299 randomly selected members of 
PRSA with a 73 percent return rate. Singled out by the respondents as 
the most important characteristics for a successful public relations man 
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were "a creative and imaginative mind and command of the English lan-
guage.1136 When asked to select from the 25 courses then offered by the 
eight accredited schools, news writing, public relations principles, and 
human behavior and communication were the first three courses by a wide 
margin. 
The general qualifications desired in new employees were researched 
. 1968 b ' d "d f Oh· S U · · 37 in ya masters can 1 ate rom 10 tate niversity. The per-
sonnel selection techniques of eight of the nation's largest corporate 
counseling firms were analyzed. Executives from the eight firms dis-
agreed as to the relative importance of specifics. Some thought media 
experience was mandatory, while others placed emphasis on a broad liberal 
arts background. However, the eight counseling firms did emphasize the 
need for specialists in finance, law, and fashions--and the need for 
greater education in specialized backgrounds. 
The history of the ACEJ accrediting process was studied in 1970 by 
a graduate candidate from Indiana University. 38 The study's conclusions 
saw a lack of agreement about journalism education standards and proce-
dures plus opposition to sequential accreditation. All information came 
from a review of the literature, ACEJ minutes and correspondence. 
The possible effect of journalism educators' background on how 
public relations was taught was researched in 1977 by a master's can-
didate at Northern Illinois University. 39 Questionnaires were sent to 
300 institutions, with a return rate of about 30 percent. The general 
conclusion was that professional background of an educator bears "no 
noticeable effects" on the types of courses he teaches or advises his 
public relations students to take. 
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In 1977 another master's candidate at Northern Illinois University 
researched the perceptions of public relations education as seen by 
40 graduates of that school from 1968 through 1975. Questionnaires had 
a 63 percent response rate. Analysis showed that the graduates ranked 
writing course.s the highest in the skills needed, and that they were 
deficient in business studies. More specifically, respondents perceived 
significant deficiencies in subjects such as management, marketing, and 
finance. Another major deficiency seen was a lack of media experience 
or a public relations internship. 
Conclusion 
A conversation/interview with Dr. Frederick H. Teahan, PRSA's vice 
president of education, brought out a statement that "research on the 
best minor subjects for a PR student" had never been done to his knowl-
edge, particularly as seen by public relations professionals. 41 This 
viewpoint was reinforced by the search of the literature. General com-
ments called for a "broad education" or work in "the social sciences" 
or knowledge of the "liberal arts 11--with disagreement, sometimes, on 
what each of these means. 
Thesis research reported on the principal items desired by public 
relations professionals. For the most part, these are communications-
related courses. But for the total academic program, what does the 
professional ma.rket want? Several university professors believe that 
students "need to learn the doctrines of business." This study sought 
to discover if professionals agreed. 
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CH.APTER III 
RESEARCH METHODS AND PROCEDURES 
Subjects 
Subjects of thi~ study were public relations professionals who were 
members of PRSA. Due to individual interviews required, subjects were 
concentrated in metropolitan areas of the Southwest. They were divided 
among professionals who worked within a company or institution, and those 
who worked from without--i.e., in a public relations agency which also 
may handle advertising. Each company/agency was represented only once. 
In ad·dition to the Company or Agency attribute, subjects were cat-
egorized (after the interview) as members of a Large versus Small public 
relations staff. Specifically, the subjects included 32 professionals 
from Oklahoma City and Tulsa, Oklahoma, and Houston, Texas. The sample 
was equally divided between Company-versus-Agency and Small-versus-Large 
staffs. Where possible, the subjects were selected for variation in age 
and years of experience. 
There were eight professionals in each of four categories: (1) 
Company/Large, (2) Company/Small, (3) Agency/Large, and (4) Agency/Small. 
In actual headcount., the subjects included 9 professionals from Oklahoma 
City, 10 from Tulsa, and 13 from Houston. 
Instrumentation 
Since the primary goal was to measure the attitude preferences of 
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individual professionals toward various· areas of skill and knowledge, as 
represented by college courses, a factorially-structure4 Q-sort was em-
ployed. The sort contained cards, each bearing the name of a specific 
course, plus a brief description of its content. 
The first category of courses comprised Communications and Public 
Relations studies as outlined by the AEJ /PRSA report, ''A Design for 
' 
Public Relations Education. 111 Titles of these courses are listed below. 
A full description- of each cours.e may be found i.n Appendix A. The 
courses are: 
Process of Communication 
Writing for Mass Media 
Copy Editing 
Graphics of Communication 
Advertising Principles & Practice 
Media Law & Ethics 
Feature Writing 
Basic Survey Research 
Communication Media Analysis 
Principles of Public Relations 
Publicity Media & Campaigns 
Public Relations Cases 
Public Relations Internship 
Management Communications 
Propaganda & Public Opinion 
Magazine Editing 
The second category of courses comprised the "general education" 
courses in Arts and Sciences; as broadly recommended by AEJ/PRSA. Since 
this commission report described these courses in only a general way, 
specific courses required and/or reconrrnended for a Bachelor of Science 
' 
degree in journalism, public relations sequence, within Oklahoma State 
University's College of Arts and Sciences were employed. The courses 
were outlined on the "general requirements" study sheet used by the Col-
lege of Arts and Sciences and the School of Journalism and Broadcasting. 2 
Where the study sheet indicated a range of choice for the public 
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relations student, the advice of the coordinator of advisement for the 
journalism school was employed to indicate the course(s) usually selected 
by a majority of public relations students. 
Titles of the courses required or recommended by the College of Arts 
and Sciences or the School of Journalism and Broadcasting are listed be-
low. A complete description of each course may be found in Appendix B: 
Basic English Composition 
Intermediate English Composition 
English Literature & Critical Writing 
Basic Creative Writing 
Basic Biological Science 




Modern American History 
American Government 
Public Administration 
U.S. Economic Devel_opment 
Basic Psychology 
Basic Sociology 
Philosophies of Life 
Social Psychology 
Psychology of Work & Industrial Behavior 
Modern Western Humanities 
Religions of Mankind 
Basic French 
Intermediate French 
French Reading & Conversation 
Basic Speech Communication 
Elements of Oral Persuasion 
It should be noted that the foreign language courses are recommended by 
AEJ/PRSA. Additionally, one course required by the OSU College of Arts 
and Sciences, elementary statistics, is to be found in the third categ_ory 
of college courses--those from the College of Business Administration. 
These courses represented the "manipulated" part of the independent 
variable since their inclusion meant taking all of the classes repre-
sented in the Q-sort would require five years of college. 
The classes selected for a Business minor are those required by 
OSU's College of Business Administration on its "Minor Declaration and 
. 3 
Certification Form. 11 The course titles are listed below. A complete 
description of each Business course may be found in Appendix C: 
Basic Economic Analysis· 







In addition to the 24 hours required for a Business minor, the Q-sort 
also included two. "core courses" required of all OSU Business majors: 
Basic Statistics 
Data Processing 
Finally, the third category of Business courses contained two 
classes of knowledge closely related to the field of public relations. 
They were: 
Personnel Management & Industrial Relations 
Social Issues in the Marketing Environment 
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When all 53 courses were included in the Q-sort, they represented 
some 160 hours of college credit--36 hours beyond what was required for 
a bachelor's degree in the College of Arts and Sciences at OSU. These 
college courses were selected because they either were reconnnended by 
the AEJ/PRSA report, required by ACEJ accreditation guidelines, or repre-
sented the possibility of a Business minor for public relations students. 
The college courses are relevant to the research problem. Variance 
in the nature of the courses was wanted, and the author assumes the 
32 
courses have systematic sources of variance with little unwanted or 
extraneous variance. 
Field Research 
In field research in the three Southwest metropolitan areas, the 
subjects were asked subjectively to evaluate the types of skills or 
knowledge required for successful public relations practice. They were 
advised that the 53 cards· represented areas of knowledge which could be 
learned on the job, from another person, or in a college classroom. 
The subjects were asked to sort the· cards first into t.hree general 
stacks of "Least Useful," "Neutral or Don't Know," and "Most Useful." 
They were cautioned that "Least Useful" did not mean of no use at all,·· 
etc. 
The subjectp then were asked to make a final sort of the courses 
into 11 different stacks~-which represented a forced and quasi-normal 
distribution of the courses. Unknown to the subjects, each pile was 
assigned a value score for later interpretation. The subjects were told 
they could change their minds at any time regarding the stack in which a 










6 8 11 
4 5 6 
Analysis of Data 
8 6 4 2 1 
7 8 9 10 11 
From the above distribution, data on preference values were gener-
ated from 32 public relations professionals for 53 college courses. 
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Professionals were categorized into four groups: (1) Company-Small 
Staff, (2) Company-Large Staff, (3) Agency-Small Staff, and (4) Agency-
Large Staff. Members of each group rank-ordered the 53 courses, each 
of which belonged to one of three types: (1) Communications-Public 
Relations, (2) Business, and (3) Arts and Sciences. This design called 
for a Type III variance analysis. 4 
Hypotheses 
The research problem, combined with the search of the literature, 
brought the study to one hypothesis regarding course preferences: 
Main Hypothesis--Public relations professionals will show a higher 
mean preference for Communications-Public Relations courses than 
for Business or Arts and Sciences courses. Professionals will show 
a higher preference for Business courses than for Arts and Sciences 
courses. 
A second hypothesis, based on the assumption that there were different 
attitudes among professionals according to their environment, involved 
interaction: 
Interaction Hypothesis--Professionals on Small staffs will show a 
higher preference for Business courses than those on Large staffs, 
but preference for Communications-Public Relations and Arts and 
Sciences courses will be similar, regardless of staff size. 
Values and Limitations 
Theniethodology used was based on a collection of "known and accepted 
courses. In addition, the research technique was such that other 
individuals can repeat the study among different public relations 
professionals. Being an ex post facto study, it was not possible to 
randomize either the sample or the courses. 
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The design had only partial external validity. The variables were 
representative of public relations or business education and public rela-
tions professionals. But the sampling procedure did not permit general-
ization of results to al1 public relations professionals. 
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CHAPTER IV 
ANALYSIS OF THE DATA 
Characteristics of Subjects 
The professionals interviewed, except one, were members of the 
Public Relations Society of America. The one exception was active in 
an organization for university information and development. 
Average age,for all 32 subjects was 47.4 years. Professionals 
working for companies/institutions ranged in age from 31 to 57 years. 
Subjects working.for counselors/agencies varied in age from 30 to 62 
years. 
The average. professional experience for all subjects was 21. 5 years. 
This does not include possible earlier work in news media. Experience 
of company /ins ti tut ion people ranged from 9 to 32 years. Experience of 
subjects working for counselors/agencies varied from 7 to 39 years. 
Staff size within a company/institution varied from 2 to 200 per..;. 
sons, with 22 staffers being the dividing line between Large and Small 
staffs. Staff size for counselors/agencies ranged from 3 to 90 persons, 
with 8.5 staffers being the dividing line. 
More complete descriptions of the subjects as to type of Company or 





DESCRIPTION OF PUBLIC RELATIONS PROFESSIONALS INTERVIEWED 
BY GEOGRAPHICAL LOCATION, COMPANY DESCRIPTION 
AND POSITION TITLE · 
Company 
Houston 
Large Natural Gas Company 
Large Public Relations Firm 
Medical College/Hospital 
Small Public Relations Agency 
Major Manufacturing Company 
Large Public Relations Firm 
Large Natural Gas Company 
Major PR/Advertising Firm 
National Energy Company 
Small Public Relations Agency 
International Oil Company 
Large Public Relations Firm 
National Chemical Company 
Oklahoma City 
National Food Company 
Large PR/Advertising Firm 
Regional Energy Company 
Small Public Relations Agency · 
State-Wide Utility Company 
Large PR/Advertising Firm 
Small Public Relations Agency 
Major State University 
Small PR/Advertising Agency 
Tulsa 
PR/Opinion Research Firm 
National Oil Company 
Small PR/Advertising Agency 
State-Wide Utility Company 
Large PR/Advertising Firm 
State-Wide Insurance Company 
Large PR-Advertising Firm 
Major Utility Company 
_Small Public Relations Agency 
National Oil Company 
Job Title 
Director, Public Relations 
President 
Vice President, Public Affairs 
President 
Director, Public Relations 
President 
Vic,e President, Corporate.Communications 
Executive Vice President 
Director, Public Relations & Advertising 
Director, Public Affairs 
Manager, Public Relations 
Chairman 
Director, Public Affairs 
Director, Corporate Communications 
Vice President, Public Relations 
Director, Public Relations 
President 
Public Relations Director 
Public Relations Director 
Partner/Co-Owner 
Director, Public Information 
Presiqent 
President 
Manager, Public Relations Services 
Vice President 
Vice President, Public Relations 
Director, Public Relations 
Director, Public Relations & Advertising 
Vice President 
Manager, Public Relations 
President 
Public Relations Manager 
Note: The resignation of a company public relations director in Oklahoma 
City, scheduled for interview, required the addition of a similar 
professional in Houston. 
( 
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Analysis of Attitude Scores 
After each interview, the cards, Q-sorted into 11 stacks, were 
recorded according to a range of scores. Thus, the one course put at 
the bottom of Least Useful received a score of 1. The single course 
judged as tops in Most Useful received a score of 11. At the mid-point 
of the scale, 11 courses or cards received a score of 6. 
The mean attitude of all 32 professionals towards each of the 53 
courses is shown in Table II. The courses are arranged according to 
the major research groupings of Public Relations and Communications, 
Business Administration, and Arts & Sciences/General Education. To aid 
further in interpretation of Table II, the courses were subdivided into 
common groupings of study. 
In reviewing Table II, it would seem the higher scores went to 
Public Relations/Communications, with the next highest scores accorded 
Business, and the lower scores given to Arts and Sciences. 
But, there were some significant deviations or variations to this 
basic pattern. The 53 courses also are listed in Table III according to 
the absolute numerical rank of the mean attitude of all 32 professionals 
on each of the courses. Thus, it should be noted that Basic English 
Composition from the Arts and Sciences category received the highest 
preferences. The lowest preferences went to the three foreign language 
courses. 
In Table III, the courses are subdivided according to the total 
number of classes which normally can be taken in a nine-month academic 
year. Thus, with 53 courses, the table contains a subgrouping of five 
academic years--one year beyond what is required for the normal Bachelor 
TABLE II 
MEAN ATTITUDE SCORES OF PUBLIC RELATIONS PROFESSIONALS ON 
COLLEGE COURSES BY MAJOR RESEARCH CATEGORY 
Subgroup · 
Communication Studies 
Public Relations Core Studies 
PR/Conmunication Electives 
Accounting & Math Related 
AND SUBGROUPINGS OF COURSES 
Course 
Public Relations and Communications Category 
Process of Communication 
Writing for Mass Media 
Copy Editing 
Graphics of Connnunication 
Advertising Principles & Practices 
Media Law & Ethics 
Feature Writing 
Basic Survey Research 
Communication Media Analysis 
Principles of Public Relations 
Publicity Media & Campaigns 
Public Relations Cases 
Public Relations Internship 
Management Communications 
Propaganda & Public Opinion 
Magazine Editing 



































TABLE II (Continued) 
Course 
Business Administration Category (Continued) 
Basic Economic Analysis 




Personnel Management & Relations 
Marketing 
Social Issues & Marketing Environment 
Arts & Sciences/General Education Category 
Basic English Composition 
Intermediate English Composition 
English Literature & Writing 
Basic Creative Writing 
Basic Psychology 
Psychology of Work & Behavior 
Basic Sociology 
Social Psychology 
Modern American History 



























Natura.l Sciences & Math 
Humanities 
Language Arts 
TABLE II (Continued) 
Course 
Arts & Sciences/General Education.Category (Continued) 
Basic Biological Science 
Intermediate Biological Science 
. Ptiysical Geology 
Fundamental Physics 
General Mathematics 
Modern Western Humanities 
Religions of Mankind 
Philosophies of Life 
Basic French 
Intermediate French 
French Reading& Conversation 
Basic Speech Communication 



















MEAN ATTITUDE SCORES OF PUBLIC RELATIONS PROFESSIONALS IN 
COLLEGE COURSES BY NUMERICAL RANKING AND 














Basic English Composition 
Writing for Mass Media 
Principles of Public Relations 
Publicity Media & Campaigns 
Process of Gonnnunication 
M~nagement Connnunications 
Copy Editing 
Public Relations Inten1ship 
Feature Writing 

















Basic Survey Research 
Management 
Basic Speech Communication 
Graphics of Communication 
Elements of Oral Persuasion 
Propaganda & Public Opinion 
Advertising Principles & Practice 
Magazine Editing 
Economics of Social Issues 















Intermediate English Composition 
Social Issues & Marketing Environment 
Basic Sociology 
Basic Psychology 
Basic Creative Writing 
Beginning Accounting 













Psychology of Work & B.ehavior 
Personnel Management & Relations 
U.S. Economic Development 
Philosophies of Life 
Modern American History 
Basic Statistics 






TABLE III (Continued) 
Course 















Public Administration Academic Year 
Basic Biological Science 
General Mathematics 
Religions of Mankind 
Physical Geology 
Fundamental Physics 
Intermediate Biological Science 
Basic French 
Intermediate French 
French Reading & Conversation 
of Arts or Bachelor of Science degree. One interpretation was that 
courses ranked the lowest, and shown in the last academic year, should 
be dropped from the curriculum. But other solutions are possible, and 
will be discussed in Chapter V. 
Analysis of Factors 
The subject's employment with a Company or Agency determined the 
attribute variable: type of institution involved. His association with 
a Large or Small staff comprised another attribute variable: staff size. 
The independent treatment variable was the type of college course 
included in the Q-sort. Each subject's mean preference for each course 
was the dependent variable. A three-factor correlated variance analysis 
was applied to the scores. Specifically, a Type III analysis was used 
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because subjects were categorized by type of institution and staff size 
and repeated their responses to three categories of college courses. 
Since a Q-sort was used to obtain mean attitudes, the analysis did 
not show any differences between the types of subjects since all were 
asked to sort the same number of courses into the same number of stacks. 
Thus, the factorial analysis could show only differences between treat-
ments (the courses) and possible interaction of types of subjects and 
treatments. Results of the factorial analysis are shown in Table IV. 
The F-ratio of 64.20 reported highly significant differences in mean 
preference for the three types of courses. The F-ra tios of 1. 07 and • 71 
indicated that preference for a given type of course was not related to 
type of institution or size of staff in which the respondent worked. 
The differential preference toward Public Relations versus Business 
versus Arts and Sciences courses was shown in two instances. First, the 
F-ratio of 64. 20 exceeded the • 001 probability level. If the study were 
repeated 1,000 times, using the same college courses with similar groups 
of professionals, 999 of the studies would be expected to yield similar 
results. Second, the relationship between preference.and course type was 
strong. An Eta correlation from the data showed that more than 83 per-
cent of the variation in mean attitude was explained by the nature of the 
courses. Therefore, there was a high-marked relationship between the 
types of courses and the preferences of professionals as to their useful-
ness in the practice .of public relations. 
To see further the fine points of the findings, one can look at the 
recorded mean preferences in Table V. The paradigm does not show any 
totals or main effects on the far right side since use of the Q-sort 
meant the total preference of people would be the same for all courses,, 
TABLE IV 
ANALYSIS OF VARIANCE TABLE--COMPOSITE OF ALL FOUR 
SUBJECT TYPES--ALL THREE COURSE TYPES 
Source df ss MS 
Total 95 
Between Subjects 31 . 
Between Company-Agency 1 
Between Large...:small 1 
Interaction: C-A x L-S 1 
Between-Subjects Error 28 
Within Subjects 64 154.30 
Between PR-Btis-A&S 2 105.27 52.64 
Interac.tion: Courses x C-A 2 1. 76 • 88 
Interacti6n: Courses x L-S 2 1.15 .58 
Interaction: Courses x C-A x L-S 2 










except for slight numerical differences. in rounding off individual 





PARADIGM OF MEAN SCORES--BY CATEGORY OF COLLEGE 
COURSES--BY COMPANY/AGENCY--BY SIZE OF 
THE STAFF 
Public 
Categories Relations Business 
Large 7.68 5.70 
Small 7.62 6.09 
Large 7.69 6.07 









Since the F-ratio for mean preference of courses within subjects was 
highly significant, tests were run on difference between the means. At 
the probability level of .001, the-critical difference between the means 
should be larger than .74. The totals at the bottom of Table V, the main 
effects, all exceed this critical difference, and again, were significant 
at the .001 level. Within the table, there was no interaction since the 
scores for each of the four groups all flowed in the same direction--go-
ing from larger to smaller, left to right. All professionals ranked 
Public Relations as highest, Business knowledge as thenext highest, and 
Arts and Sciences knowledge as the lowest. 
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Conclusion 
Since the factorial analysis results would have been significant 
had they exceeded a probability level of only .05 for social science 
research, it was concluded that the value of Communications/Public Rela-
tions courses (the highest) yersus Business courses (the next highest) 
versus Arts and Sciences courses (the lowest) was judged to be highly 
different. Thiswas true of all public relations professionals inter-
viewed, regardless of either the nature of the employer or the size of 
the staff. 
CHAPTER V 
SUMMARY AND CONCLUSIONS 
The Research Problem 
In 1975, PRSA and AEJ issued a joint report outlining the Public 
Relations/Communications courses which should be offered for an ac-
credited public relations sequence in colleges.· The report was based 
on an assumption that the student should receive a well-rounded educa-
tion in liberal arts and humanities. However, surveys in 1976, 1977, 
and 1978, plus the professional literature, have generated comments from 
public relations professionals regarding the need for additional knowl-
edge, particularly in the area of business. At present, ACEJ require-
ments for journalism schools make it difficult, if not impossible, for 
the student to take a heavy concentration of business courses. 
Research Findings 
To evaluate the needs and attitudes of public relations profes-
sionals in a scientific manner, 32 professionals in three Southwest 
metropolitan areas were personally interviewed. Using a Q-sort, their 
opinions were gathered on a wide variety of college courses in three 
categories: Public Relations/Connnunications, Business Administration, 
and Arts and Sciences. 
Correlated, factorial variance analysis of the subjects' mean 
preference scores showed a highly significant preference for Public 
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Relations/Communications courses over Business or Arts and Sciences 
courses. Analysis also showed a higher preference for Business courses 
than Arts and Sciences courses. Specifically, Public Relations courses 
earned a mean preference of 7.55; Business, 6.02; and Arts and Sciences, 
5.00. This variance in preference for types of courses was significant 
at the .001 probability level, well beyond the level norma+ly required 
for social science research. 
The preferences held true for all subjects even when they were 
/ 
grouped into categories of working for a Company or Agency, and being 
associated with either a Large or Small ·Staff. There was no significant 
variation in attitude between the subjects. 
Conclusions 
The research findings supported the main hypothesis that public 
relations professionals have a higher mean preference for Communications/ 
Public Relations courses than for Business or Arts and Sciences courses--
and a higher preference for Business courses than for Arts and Sciences 
courses. 
The findings did not support the interaction hypothesis that profes-
sionals on Small staffs have a higher preference for Business courses 
than those on Large staffs. Preferences for the three types of courses 
were similar, regardless of staff size. 
Research Recommendations 
Since. the sampling procedure did not permit either generalizing or 
projecting the results to the entire public relations profession--even 
though the results were significant at the .001 probability level--it 
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is suggested that this research be repeated in the future using the same 
college courses outlined in Appendixes A, B, and Cwith groups of public 
relations professionals of the same size and attributes from other 
metropolitan areas, This continuing research by the academic world, with 
people from the professional world, can lead to significant, beneficial, 
and long-lasting changes in the over...;all curriculum for public relations 
students. 
CurriculumReconnnendations 
With most colleges and universities requiring a minimum of 124 hours 
credit for a Bachelor of Arts or Bachelor of Science degree (even though 
many students acquire slightly more), accommodation of a Business minor, 
and/or heavy concentration in Business, means around 11 college courses 
would have to be eliminated from those included in the study. Recogniz-
ing that many Arts and Sciences courses are now required by state laws 
or other guidelines, the following reconnnendations are made: 
1. Eliminate al.l three foreign language courses since they received 
the lowest preferences· of all. 
2. Cut the physical science requirements in half, leaving only two 
courses required. 
3. Eliminate all three humanities courses. 
4. Drop the two business courses not required for a minor, plus 
the lowest ranked minor course. 
These courses are specifically listed in Table VI. 
It was recognized that there are many possible avenues to building 
more flexibility to accommodate a Business min?r for the public relations 
student. The course deletions outlined in Table VI are one approach 
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which does leave the social sciences intact, plus one-half the physical 
sciences. 
TABLE VI 
COURSES FOR POTENTIAL ELIMINATION--BRINGING TOTAL 
COURSES DOWN TO A FOUR-YEAR PROGRAM 
Course Preference Score 
Basic French 
Intermediate French 
French Reading & Conversation 
Intermediate Biological Science 
Fundamental Physics 
Religions of Mankind 
Modern Western Humanities 
















The original educational desire to give the reporter for print media 
a "well-rounded arts and sciences background" was established for good 
reason and cause. However, results of this study indicated the public 
relations student was denied the same opportunity for a broad education. 
With more than 60 percent of his job opportunities being with business 
or industry, he cannot-take full advantage of the business courses 
offered at his university. 
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The debate over where within a university to teach public relations 
and what courses to offer for the major part of the degree has been 
settled. Now, attention should be turned to deciding what would be the 
.best choice of. minors for the student. Certainly an option to take a 
minor in Business was indicated. 
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COMMUNICATIONS AND PUBLIC RELATIONS COURSES 
PROCESS OF COMMUNICATION: Basic factors affecting humans through commu~ 
nication. Models of communication. Writing and editing techniques 
in print, broadcasting and other media. 
WRITING FOR MASS MEDIA: Determining news values. Basic reporting/writ-
ing of news copy for both print and electronic media. Basic copy 
practices. 
COPY EDITING: General copy editing and design principles for print and 
electronic media. Selection and processing of news. Grammar, 
style, readability and clarity for reader interest. 
GRAPHICS OF COMMUNICATION: Various forms of printing, type design. Copy 
fitting, layout fundamentals. Trends in color and typography. Pro-
duction of reports, leaflets, brochures and booklets. 
ADVERTISING PRINCIPLES & PRACTICE: Advertising functions and economic 
aspects. Budgets and rate structures. Appeals and themes. Prep-
aration of copy and art. Advertising research. 
MEDIA LAW & GRAPHICS: Legal rights and restrictions--including con-
stitutional guarantees, libel, invasion of privacy, financial 
reporting. Government regulation or print and broadcast media. 
FEATURE WRITING: Writing of newspaper features plus business and trade 
magazine special articles. Sources, analysis of reader appeal, 
feature structure and style. 
BASIC SURVEY RESEARCH: Theory and practice of public opinion survey 
techniques. Planning, design, sampling, field operations and 
analysis of data for experimental and survey research. 
COMMUNICATION MEDIA ANALYSIS: Methods of investigating the content, 
audience and effects of press, radio, television and motion pic-
tures. Evaluation as communication vehicles. Development of 
budgets, presentations. 
PRINCIPLES OF PUBLIC RELATIONS: Concept of public relations as manage-
ment function in business, industry, education and other institu-
tions. History and practice of public relations. Professional 
groups, ethics and accreditation, 
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PUBLICITY MEDIA & CAMPAIGNS: Use of public media to achieve motivation 
of target audiences. Materials and tools used in publicity. De-
_velopment of specialized materials to gain reaction and support. 
PUBLIC RELATIONS CASES: Typical public relations problems in industry, 
labor, education, government, social welfare and trade associations. 
Planning and preparation of campaigns. Application of techniques. 
PUBLIC RELATIONS INTERNSHIP: Actual work experience as intern with 
public relatioris department or agency. Includes analysis of prob-
lems, drafting of plan, implementation, and evaluation of results. 
MANAGEMENT COMMUNICATIONS: Problems in organizational communications, 
written and spoken. Use of memos, speeches, reports. Handling of 
good news, disappointing news,· persuasion and education. 
PROPAGANDA & PUBLIC.OPINION: History of propaganda. Use of motivational 
tools to achieve public response. Demographic publics. Sociolog-
ical apd psychological aspects of audiences. Use of opinion polls 
in political analysis. 
MAGAZINE EDITING.: Functions in editing and producing corporate and 
government publications. Processes of editing, layout and produc-
tion for general and special magazines. 
APPENDIX B 
GENERAL EDUCATION/ARTS AND SCIENCES COURSES 
BASIC ENGLISH COMPOSITION: The fundamentals of explanatory writing with 
emphasis on structure, development and style of the material. 
; 
INTERMEDIATE ENGLISH COMPOSITION: Explanatory writing with emphasis on 
writing techniques and style with use of intensive writing and 
practice. 
ENGLISH LITERATURE & CRITICAL WRITING: The short story, the novel and 
poetry of English. Written critical experience and discussion 
concerning literature. 
BASIC CREATIVE WRITING: Literary composition •. Techniques and style of 
readings and writing in fiction, poetry and drama. 
BASIC BIOLOGICAL SCIENCE: Ecological principles; populations; man and 
environment. Genetics and reproduction. Concepts of evolution, 
selection, adaption and specialization. 
INTERMEDIATE BIOLOGICAL SCIENCE: Cellular organization and function in 
the environment. Energy relationships. Maintenanc;:e of living 
systems. Life coordination and behavior. 
PHYSICAL GEOLOGY: Composition and structure of the earth. Modification 
of its surface by internal, external processes. Mineral resources, 
sources of energy, environmental aspects. 
FUNDAMENTAL PHYSICS: Theories on matter and antimatter. Basic building 
blocks of matter. How the universe began. How matter is creat.ed 
from energy in machines. How stars generate energy and die. 
GENERAL MATHEMATICS: Theories of set math, log0ic, calculus and prob-
ability. ·. Based on use of algebra. 
MODERN AMERICAN HISTORY: Development and history of the U.S., including 
the growth of industry and its impact. on society and foreign 
affairs, from 1865 to the present. 
AMERICAN GOVERNMENT: Organization, processes and functions of the na~ 
tional government .of the United States. 
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PUBLIC ADMINISTRATION: Principles of public administration, including 
orgartization,··decision making, government public relations and 
administrative responsibilities. 
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U.S. ECONOMIC DEVELOPMENT: Changing patterns of human material resource 
utilization in the United States. Market forces, structural and 
institutional changes which affect the economy's growth. 
BASIC PSYCHOLOGY;: Principles, theories, vocabulary and applications of 
the science of psychology. 
BASIC SOCIOLOGY: The science of human society. Emphasis on concepts 
which assist in understanding the social influences of day-to-day 
life. 
PHILOSOPHIES OF LIFE: Ethics and social philosophy. Moral decision-
making, the good life, social values, freedom and responsibility. 
SOCIAL PSYCHOLOGY: Social basis of personality development and behavior, 
including environment, self and group, motivation. Techniques used 
in measurement of employee attitude and opinions. 
MODERN WESTERN HUMANITIES: Key ideas an.d values of Western culture as 
shown in literature and firie arts of Renaissance, Enlightment, 
Romantic and Modern periods of man. 
RELIGIONS OF MANKIND: Modern world _religions such as Hinduism, Buddhism, 
Judasim, Christianity and Islam with understanding of the general 
nature of religion and its dimensions. 
BASIC FRENCH: Pronunciation, grammar and reading of the French language. 
INTERMEDIATE FRENCH: Advanced work on pronunciation, grammar and read-
ing of the French language. 
FRENCH READING & CONVERSATION: Reading and review of French texts and 
materials. Practice in reading and conversations with French 
language. 
BASIC SPEECH COMMUNICATION: Principles a.nd techniques of preparing for, 
participating in and evaluatingcommunication in conversations, 
group discussions and public speaking. 
ELEMENTS OF ORAL PERSUASION: Principles and concepts of interpersonal 
and public persuasive encounters. The nature of persuasion, 
audience analysis and ethics of persuasion. Designing/participating 
in oral encounters. 
APPENDIX C 
BUSINESS ADMINISTRATION COURSES 
BASIC ECONOMIC ANALYSIS: Elementary principles of price theory and na-
tional income theory as used in analyzing economic issues and rec-
ommending appropriate economic policy. 
ECONOMICS OF SOCIAL ISSUES: Economic understanding of social issues--
such as inflation, unemployment, poverty, environmental quality. 
The economist's approach to social problems and contribution of 
economics to solutions • 
. BEGINNING ACCOUNTING: Basic concepts, processes and information used 
in accounting as applied to manufacturing and service firms. 
INTERMEDIATE ACCOUNTING: Use of accounting information within partner-
ships· and corporations for decision-making in financial matters and 
production control. 
MARKETING: Knowledge of market;i.ng strategy and decision-making--includ-
ing consumer behavior, marketing institutions, competition and the 
law as applies to marketing. 
MANAGEMENT: Management principles and techniques of analysis. Decision-
making as applied to management systems, organizations, interper-
sonal relations·hips and production. 
BASIC FINANCE: Operational and strategic financial matters--including 
allocation of funds, asset management, information systems, finan-
cial structure and analysis of the financial environment. 
BUSINESS LAW: Basic legal concepts and principles. The law of contracts 
and agency. Interaction of law with the business and political 
environment. 
BASIC STATISTICS: Key concepts and methods for sampling, estimation, 
probability and testing--such as analysis of variance, correlation, 
regression and chi-square. 
DATA PROCESSING: ~usiness data processing concepts and terminology. 
Knowledge, in a business-oriented language, of computer hardware/ 
software components, file structure and computer programming. 
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PERSONNEL MANAGEMENT & INDUSTRIAL RELATIONS: Human resources management. 
Policies and.practices used in personnel administration. Relation 
,of a worker to his employer, plus the functions of a personnel de-
partment. 
SOCIAL ISSUES IN THE MARKETING ENVIRONMENT: Social and legislative 
considerations as they relate to consumerism trends, governmental 
issues and the marketplace. 
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